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Abstract 
The advent of technology has changed the course of marketing in both the academic and 
the business field. Given the increasing number of mobile transactions, hotel companies have 
launched mobile applications (apps) as an alternative e-relationship marketing (e-RM) channel. 
This study modified a progressive five-level e-relationship building model. The model was 
employed to evaluate e-RM features of the top 10 hotel companies’ mobile apps. The results 
indicated that these hotel companies maintained e-RM feature sophistication at the lower levels 
(Basic and Reactive), but relatively speaking, they did not utilize e-RM features extensively at 
the higher levels (Accountable, Proactive and Partnership). The findings implied that hotel 
companies employed mobile apps as a communication channel to provide basic information and 
allow for transaction rather than to deliver better customer values and strengthen long-term 
relationships. 
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Part One: Introduction 
Introduction 
The advent of technology has influenced the course of marketing significantly (Grönroos, 
1999). It has provided marketing practitioners with a few alternative distribution channels. Three 
billion people worldwide will have access to the internet by the end of 2014 (International 
Telecommunication Union, 2014). The emergence of the internet allows businesses to 
communicate with customers around the world at anytime with relatively low costs (Feinberg & 
Kadam, 2002). Therefore, more businesses are entering the market as they are now facing lower 
entry barriers, lower operating costs, and greater market (Novo, 2001). Further, more people now 
choose internet access via mobile devices. By the end of 2014, the number of mobile broadband 
subscriptions will reach 2.3 billion (International Telecommunication Union, 2014). In the 
hospitality industry, approximately 40% of leisure travelers search travel information on 
smartphones, and 25% of these people book trips via their smartphones (Kwon, Bae, & Blum, 
2013). In answer to this trend, major hotel companies now offer free mobile applications (Leung, 
Lee, Fong, & Law, 2013). These apps have great marketing potentials, as they can provide more 
benefits and services to both businesses and customers (Lee & Mills, 2010). 
The development of technology has also exerted influence on marketing strategies and 
practices (Grönroos, 1999). Due to technology advancement, businesses nowadays are faced 
with intensified competition resulted from globalization and product similarities (Achrol, 1991; 
Aijo, 1996). They realize that it is crucial to maintain competitive advantages through customer 
retention rather than customer acquisition. Therefore, more businesses have adopted relationship 
marketing (RM), focusing on establishing and maintaining long-term relationships with 
customers. The advent of the internet has led to web-based RM, also known e-RM. E-RM has 
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enhanced marketing as it has made it possible for companies to make one-to-one interactions, 
send personalized information, and thus acquire and maintain long-term customer relationships 
in a more effective manner. 
Purpose 
The purpose of this professional paper is to evaluate e-RM features of hotel mobile 
applications. Specifically, this study aims at developing an operational framework based on the 
existing literature, and applying the framework to evaluate e-RM features of mobile applications 
launched by the top 10 hotel companies. Lastly, the study will make recommendations to hotel 
management to help them better understand and utilize mobile apps. 
Theoretical and Conceptual Framework 
The traditional theory of marketing mix had dominated both the academic and the 
business world for a long time (Gummesson, 1997). This theory advocates a product-centered 
approach, and overlooks the importance of long-term customers and other activities involved in 
customer life cycles (Grönroos, 1990; Ryal, 2002). Since the end of the 20th century, more 
scholars and firms have recognized the customer-centered RM as an essential business strategy 
(Grönroos, 1994). RM aims at achieving customer retention and subsequent long-term customer 
relationships through one-to-one marketing (Grönroos, 1990). It will lead to reduced marketing 
costs and generate higher revenues (Ahmad & Butt, 2002). The hospitality industry requires 
frequent direct contact with customers, so hospitality firms will enjoy financial and marketing 
success by applying RM (Cosic & Djuric, 2010). 
E-RM has been referred to as RM implemented over the internet (Bai, Hu, & Jang, 2007). 
The internet is an ideal channel to implement RM for a few reasons. Businesses are no longer 
constrained by geographical distances because abundant information is stored on the internet and 
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can be retrieved anywhere at anytime (Huizingh, 2000). Information can also be presented in 
different formats in a rapid manner (Gilbert & Powell-Parry, 2003). In addition, one-to-one 
marketing is made possible as the internet allows businesses to address customers individually 
(Sherma & Sheth, 2004). Customers are also able to reach out to firms directly through the 
internet. The hospitality industry will benefit greatly from e-RM in particular, because customers 
require immediate interaction and intensive information from the hospitality firms (Berthon, Pitt, 
Kastikeas, & Berthon, 1999). 
Due to the popularity of smartphones and mobile apps, more customers choose the 
mobile channel to search information and conduct transactions. The mobile channel provides 
additional benefits and services of e-RM (Rasinger, Fuchs, & Höpken, 2007). To begin with, 
businesses can reach target customers and provide better customized services, as smartphones 
are usually owned by individuals (Kenteris, Gavalas, & Economou, 2009). Businesses can also 
offer a wider range of value-added services to enhance customer experiences, including real-time 
information services and location-based services (Grant & O’Donohoe, 2007; Varshney & 
Vetter, 2002). Smartphones and mobile apps prove to be an important part of the travel process, 
during which travelers wish to stay informed while they are constantly on the move (Im & 
Hancer, 2014). 
Statement of Problem 
Currently there are limited studies on mobile apps in the hospitality industry (Leung, Lee, 
Fong, & Law, 2013). Research suggests that mobile apps have informational and functional 
offerings (Adukaite, Reimann, Marchiori, & Cantoni, 2013), but no reported research has yet 
examined hotel mobile apps from an e-RM perspective. Additionally, what is posted on mobile 
apps is approximately the same information as is on the web sites. However, online customers 
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and mobile customers do not share exactly the same characteristics (Magrath & McCormick, 
2013). The mobile access is an extension of the internet, but it still differs from the internet in 
many ways, such as characteristics and services. This study serves to fill this gap by evaluating 
e-RM features of hotel mobile apps. It aims at investigating the extent to which top hotel 
companies embrace e-RM with their mobile apps. Findings of the study will help management 
better utilize this new distribution channel. 
Limitations 
The study subjects of this professional paper consist of mobile applications of only 10 
hotels. Therefore, the result does not necessarily apply to the whole industry. Next, the variables 
of this study are determined not by guests but by scholars. Some of the customers’ requirements 
might be overlooked in this case. 
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Part Two: Literature Review 
Introduction 
The development of the mobile internet and the increasing adoption of smartphones have 
influenced all aspects of people’s life, including the travel process (Wang, Park, & Fesenmaier, 
2011). A large number of customers nowadays engage smartphones to conduct travel-related 
transactions (EyeforTravel, 2013). In addition, mobile apps installed on smartphones offer a 
better user-interface and service delivery, so many major brands including hotel firms have 
launched their own apps for the purpose of enhanced customer experiences (Nysveen, Pedersen, 
& Skard, 2015). The mobile channel is suited for travelers because they can stay connected and 
informed throughout their trips via smartphones (Wei & Ozok, 2005).  
At the same time, there was a paradigm shift of marketing theories from the traditional 
marketing mix to RM (Kandampully & Duddy, 1999). As a customer-oriented marketing 
strategy, RM aims at developing and maintaining a lasting customer relationship in order to 
achieve long-term mutual benefits between all parties involved (Grönroos, 1994). The mobile 
channel is ideal for RM implementation because of its capability to offer relevant and 
personalized services and consequently enhance customer relationships (Liu & Law, 2013). 
Special attention has to be paid to the mobile channel because it offers unique 
characteristics and benefits (Lee & Mills, 2010). Management should not consider the mobile 
medium as a one-to-one duplicate of the traditional media or the internet (Magrath & 
McCormick, 2012). However, studies on smartphone and app adoption in the hotel industry are 
scarce (Leung et al., 2013). This paper aims to fill this gap by conducting an evaluation of e-RM 
features of hotel mobile apps. Part two will provide a brief history of RM and summarize its 
fundamental goals, different tactics, and specific benefits. An examination of the internet will 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 6 
identify its unique features and RM implications, indicating why e-RM is essential in today’s 
hypercompetitive market. The benefits of the mobile channel will also be explored to identify the 
unique e-RM implications of smartphones and mobile apps. 
Relationship Marketing 
Relationships have been in the core of business since its existence (Gummesson, 1997). 
Before the industrial revolution and the subsequent mass production of goods and services, 
business usually involved personal services and direct contact with storeowners. For centuries, 
owners utilized RM in practice to establish a relationship with customers, by nurturing customers 
as individuals and helping to meet with their requirements, because owners aimed at retaining 
customers and generating repeat visits (Kandampully & Duddy, 1999; Sheth & Parvatiyar, 
1995). Despite the ubiquitous and ancient practice of RM in the real world, this theory was 
“treated as a footnote in marketing education and general marketing management theory,” 
because the academic world had been stuck in the narrow marketing approach of 4Ps (price, 
product, place, and promotion) for a long time (Gummesson, 1997, p. 271). 
At the beginning of the 20th century, marketing became a distinct discipline, whose 
primary focus was on transaction and exchanges (Sheth & Parvatiyar, 1995). At that time, the 
world was at the peak of the industrialization when manufactures were facing excessive supply, 
resulting in a transactional orientation of marketing theory (Grönroos, 1999). The traditional 
marketing theory of 4Ps considers marketing as an intermediate function, where only the 
marketing department has an impact on consumers’ view of the firm and their buying behavior 
(Grönroos, 1990). There are several drawbacks of this theory. To begin with, it does not discern 
a new customer from a long-term customer (Ryal, 2002). Both are treated in the same way as 
though they are equally valuable to businesses. However, new customers often demand more 
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information and spend less money, making them cost more to serve and consequently less 
profitable (Ryal, 2002). This theory also overlooks other activities involved at various stage of 
the customer relationship life cycle (Grönroos, 1990, 1994). This is especially true in the service 
industry, where constant interactions are required between customers and employees outside the 
traditional marketing function as defined by the 4Ps of the marketing mix. Taking a hotel as an 
example, departments including front desk, concierge, and housekeeping have frequent direct 
contact with customers. Such interactions can be deemed as one kind of marketing activities, 
because they influence customers’ view of the hotel and thus their revisit intention and word-of-
mouth (WOM). Therefore, 4Ps may apply to the post-industrial revolution age, when firms 
enjoyed growing production capacity and the subsequent emergence of large market share, but it 
is no longer sufficient and useful in today’s hypercompetitive environment (Kandampully & 
Duddy, 1999). 
There are a few other social and technological factors that promoted the development of 
RM. First, the advent of technology has assisted smaller firms to enter the market and offer 
products/services that are essentially identical in function as those of big firms. It has become 
difficult for big firms to maintain distinctive product/service differentiation and secure customer 
retention over long periods (Achrol, 1991). Second, thanks to globalization, not only small local 
firms but also firms from other countries have joined the market (Aijo, 1996). The two factors 
mentioned above have led to increasingly intensified competition across the world (Grönroos, 
1999). Firms are facing reduction in customer base as well as simultaneous loss of profitability, 
so it has become imperative to seek alternative methods to keep a lasting relationship with 
customers and maintain market share (Bauer, Grether, & Leach, 2002; Sheth & Parvatiyar, 
1995). However, the traditional marketing approach lacks the understanding and tools necessary 
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for developing and managing customer relationships (Holmlund & Kock, 1996). Third, identical 
products of competitors have forced businesses to achieve competitive advantages through 
services (Aijo, 1996; Grönroos, 2004). Satisfaction with the service is an outcome of interaction 
relationships between service providers and customers, but the traditional marketing mix again 
does not provide conceptualizations for managing such relationships (Möller & Halinen, 2002). 
Therefore, the strong interest in service quality has stimulated the development of RM (Berry, 
1995). Fourth, traditional advertising has become less effective (Peppers & Rogers, 1995). There 
is a greater variety of media and consequently advertisers are no longer able to reach out to the 
same number of audiences through each medium. Fifth, the development of information 
technology has provided technical support for firms to implement RM, including tracking buying 
patterns, building customer databases, providing two-way interaction channels, and conducting 
direct marketing activities (Berry, 1995; Möller & Halinen, 2000; Sheth & Parvatiyar, 1995). 
Last but not least, customers have become more sophisticated and subsequently demanding 
(Grönroos, 1999). They want to receive individual treatment and special offerings. In light of 
this, a paradigm shift (Berry, 1983) from the traditional marketing mix to RM has emerged. 
Berry (1983) argued that in a highly competitive market, business success was dependent on 
customer retention through a new concept referred to as RM. This has led to a fundamental 
reshaping to both marketing theory and practice (Morgan & Hunt, 1994). 
Grönroos (1990) stated that RM was “to establish, maintain, enhance, and commercialize 
customer relationships (often but not necessarily always long term relationships) so that the 
objectives of the parties involved were met. This is done by a mutual exchange and fulfillment of 
promises” (p. 5). The primary goal of RM is to foster customer loyalty and long-term 
engagement through an on-going process, starting from identifying potential customers to 
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establishing a relationship, and to maintaining and enhancing this relationship in order to 
generate business (Grönroos, 2004, Hennig-Thurau, Gwinner, & Gremler, 2002; Nakhleh, 2012). 
Scholars (Bauer et al., 2002; Payne & Holt, 2001; Tellefsen & Thomas, 2005) argued that 
management should lay emphasis on developing and maintaining an enduring and mutually 
supportive relationship with customers, as firms are more successful if an on-going customer 
relationship exists. 
RM differs from the traditional marketing mix in that its purpose is to offer a holistic 
service process in which the product is only one of the tangible elements and other intangible 
service elements are as important (Grönroos, 2004). The traditional marketing mix is 
transaction/product-based (Grönroos, 1994; Sigala, 2005). It considers customers as a whole 
group and provides them with the same products/services. RM, on the other hand, is 
customer/market oriented (Grönroos, 1994). It aims to increase long-term profitability by means 
of effective management of relationships, and seeks to identify and understand individual 
customers’ requests and then customizing/personalizing customer services (Sigala, 2005). In 
other words, RM diminishes focus on anonymous mass marketing and adds value through 
increased focus on one-to-one marketing (Gummesson, 1997). One-to-one marketing is more 
effective because it can better address specific needs of each customer (Sheth & Parvatiyar, 
1995). Table 1 summarizes the basic differences between the traditional marketing mix and RM. 
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Table 1 
Differences between traditional marketing mix and RM 
Traditional marketing mix RM 
Short-term sales goals Long-term relationship goals where sales is part of the 
process 
Focus at sales volume Focus at customer retention and repeat purchases 
The need to reach sales goals The need to reach mutually beneficial relationship 
Anonymous customers reached out 
through mass communication 
Individual customers reached out through one-to-one 
communication 
Note. Adapted from “Differences between transactions marketing and relationship marketing,” 
by C. Cooper, and R. Shepherd, 1998, Tourism: principles and practice (2nd ed.), Harlow, 
England: Longman. 
 
In addition to one-to-one marketing, businesses should exercise the following tactics to 
better implement RM. To begin with, businesses should employ pricing incentives to encourage 
frequent purchases (Berry & Parasuraman, 1991). Frequent purchases do not only bring 
increased profitability, but also closer relationships (Ward & Dagger, 2007). In addition, through 
personalized services, businesses are able to develop trust between employees and customers, 
which will further strengthen customer relationships (Berry & Parasuraman, 1991; Ward & 
Dagger, 2007). Besides, since it has become difficult to differentiate with competitors in terms of 
core products/services, extra benefits start to gain importance (Berry, 1983). For instance, 
businesses may offer installment, technical service, and customer-adapted invoices, so that 
customers will find it beneficial to engage in an on-going interaction relationship instead of a 
one-time transaction (Grönroos, 1994). Additionally, to maintain and strengthen such interaction 
and customer relationships, firms should build two-way or multi-way communication channels 
(Grönroos, 2004). Furthermore, a service recovery process should be set up, which not only 
corrects service failure but also establishes and further maintains customer relationships (Ha & 
Jang, 2009). Last but not least, customer relationship management (CRM) is a method that uses 
software and other technology for automated management of sales, marketing, and customer 
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services processes (Bhatia, 1999). The employment of CRM system can further ensure customer 
retention and loyalty (Mogharabi, Akbarabadi, Mirnezhad, & Kariznoee, 2014; Wu & Lu, 2012).  
It can be beneficial to employ RM in several ways. To begin with, continuing exchanges 
with lasting customers require lower marketing cost per customer and produce higher net present 
value of customers (Ahmad & Butt, 2002). Long-term relationships enable businesses and 
customers over time to learn how to best interact with each other, leading to decreasing 
relationship costs for both parties (Hennig-Thurau et al., 2002; Szmigin & Bourne, 1998). For 
instance, in the U. S. credit card business, a company’s profit will increase by 60% by the fifth 
year with a 5% increase in retention (Reichheld, 1993). Besides, RM focuses on customer 
retention as opposed to customer acquisition (Ryal, 2002), and it is much more expensive to 
attract new customers than keep existing ones (Berry, 1995; Payne & Holt, 2001). It is reported 
that it costs 5 times more to acquire a new customer than it does to keep an existing customer 
(Kandampully & Duddy, 1999). Other scholars (Berry, 1983; Reichheld & Sasser, 1990; 
Zeithaml, Bitner, & Gremler, 2006) highlight the strategic advantage in maintaining loyal 
customer base through RM. They suggest that companies with loyal and long-time customers 
may out-perform competitors with higher market share financially. These customers generate 
reduced cost, increased purchases, and free advertisement through WOM. Positive WOM can be 
useful to attract new customers and influence future buying decisions, because this type of 
personal communication is considered a more reliable source than other non-personal sources 
(Hennig-Thurau et al., 2002). Next, in a service failure situation, customers who have established 
a strong relationship with the service organizations are less likely to shift their re-patronage 
behavior (Ha & Jung, 2009). Xie and Heung (2012) discovered that hotel customers with a 
strong brand relationship were more tolerant of unpleasant experiences such as service failure. 
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These customers tend to have fewer negative emotions and greater revisit intention, compared 
with those of weaker relationships. In addition to increased marketing productivity, customer 
duration, and profitability, RM also leads to increased stability and security (Gummesson, 1997). 
RM has a positive influence on hotel performance regarding customers, finance, and internal 
process, irrespective of the type and size of the property (Wu & Lu, 2012). Nevertheless, firms 
have to note that the benefits are achieved through a long-term relationship. Marketers should 
not seek primarily short-term results but profits in the long run (Grönroos, 1994).  
RM is a process of mutual exchange during which objectives of parties involved are met, 
so customers gain benefits as well. First, loyal customers are more likely to receive faster 
services and price breaks (Colgate, Buchanan-Oliver, & Elmsly, 2005). Because long-term 
customers understand how to best interact with businesses, they need less time to seek 
information and are more efficient in decision-making process (Sheth & Parvatiyar, 1995). 
Further, since they know the products and services well, customers experience reduced anxiety 
and also have less potential risks with future buying decisions (Colgate et al., 2005; Sheth & 
Parvatiyar, 1995).  
Service firms would usually be better off by applying a relationship-type strategy, for the 
nature of their business requires them to have immediate contact with customers on a regular 
basis (Cosic & Djuric, 2010; Grönroos, 1994). For a service firm, marketing consists of a 
collaboration of all departments. It is necessary for them to work together to create and enhance 
good interactive marketing performance (Grönroos, 1990). Service firms have to understand that 
what they have to offer is not limited to the core product (Grönroos, 1994). In a hotel setting, 
many processes are involved to form a holistic satisfactory guest experience. Room reservation 
system, loyalty program, directions to the hotel, and many other elements of bigger or smaller 
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magnitude are all part of its relationship with customers. Research suggests that the degree to 
which a hotel firm employs RM is positively associated with its financial performance including 
return of investment, sales growth, and market share, as well as its marketing performance 
including customer retention, customer satisfaction, and trust (Sin, Tse, Chan, Heung, & Yim, 
2006). This study further confirms that RM plays a more important role than traditional 
marketing in the hotel industry.  
Meanwhile, hospitality firms are facing the same problems as their peers in other 
industries. From the suppliers’ perspective, competition is increasingly intensifying due to brand 
multiplication and globalization (Flambard-Ruaud, 2005). From the customers’ perspective, they 
have more choices than before (Shirazi & Som, 2013). They also demonstrate more 
differentiated and demanding behavior due to an increasing shift toward hedonism and 
individualism in social value (Bauer et al., 2002). Therefore, it has become crucial for hospitality 
firms to create and maintain an enduring customer relationship through the implementation of 
RM (Cosic & Djuric, 2010). 
The Internet and E-RM 
The internet has penetrated both personal lives and the business world (Schmidt, 
Cantallops, & Santos, 2008). It is estimated that by the end of 2014, there will be approximately 
3 billion internet users around the world, accounting for 40% of the global population 
(International Telecommunication Union, 2014). The internet has led to a veritable revolution in 
the ways in which companies conduct business, including in the hotel sector (Barnes & Cumby, 
2002; El-Gohary, 2010; Grewal, Iyer, Krishman, & Sharma, 2003; O’Connor & Frew, 2004). It 
has some unique characteristics that can facilitate the implementation of RM compared with 
other distribution channels, as discussed below. 
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Constant availability of abundant information. An enormous amount of information is 
stored on the internet and can be retrieved at any time (Feinberg & Kadam, 2002; Sheth & 
Sharma, 2005; Watson, Pitt, Berthon, & Zinkhan, 2002). This facilitates RM execution because 
information richness has a strong influence upon the establishment and development of long-
term relationships (Peppard, 2000). Information richness is essential to hotel firms as well 
because hotels offer experience products whose quality is unknown until after the transaction 
(Nelson, 1974; Tian & Wang, 2014). In particular, extensive texts and photos on a hotel web site 
can effectively assist in customer acquisition and retention (Schmidt et al., 2008). Customers also 
look for 24-hour access to information and other non-time-based activities (Sharma & Sheth, 
2004). Moreover, since information on the internet is in electronic format, it can be accessed in 
any part of the world (Gilbert & Powell-Parry, 2003; Law & Hsu, 2005). 
Effective and efficient information transfer. The internet has multimedia capabilities. 
The information can be presented not only in the format of texts, but also via images, audio, and 
video (Gilbert & Powell-Parry, 2003). This allows firms to deliver high quality information in a 
more effective manner, leading to customer satisfaction and loyalty (DeLone & McLean, 1992). 
For instance, a hotel offers electronic brochures that can display three-dimensional images for 
customers to explore the property online. Furthermore, information on the internet can be 
transferred more rapidly, compared with other media (Sharma & Sheth, 2004). This 
characteristic is important for the hotel industry, because firms offering experience goods depend 
on accurate, high quality, and timely information to differentiate themselves from competitors 
(Nelson, 1974; Poon, 1994). 
Addressability. In the age of mass production, practitioners employed mass marketing 
for sales promotion but their efforts were often poorly directed (Peattie & Peters, 1997). The 
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internet makes one-to-one marketing a reality, as firms are able to directly target and address 
each customer individually (Arnott & Bridgewater, 2002; Dussart, 2001). Therefore, customer 
communication becomes personal (Barnes & Cumby, 2002). Firms are able to communicate with 
customers in a more direct and intimate manner while still enjoying the scale of mass marketing, 
which can in turn generate customer commitment and closer relations (Bauer et al., 2002). For 
instance, many hotels now offer online chats services. Closeness is a leading factor in both 
customer acquisition and retention (Barnes, 1997). 
Interactivity. The internet is a two-way communication channel (Peattie & Peters, 1997). 
Research suggests that communication can influence customer relationship in a positive way 
(Sharma & Patterson, 1999). The internet does not only allow firms to address each individual 
customer, but also enables customers to contact businesses and receive feedback in a more 
timely manner, which enhances customer service (Durkin & Howcroft, 2003; Shapiro, Romano, 
& Mittal, 2003). Additionally, the internet facilitates customer-to-customer interaction. For 
instance, customer opinions are accessible to others on business-sponsored forums and third-
party review web sites, such as Yelp.com and TripAdvisor.com (Dellarocas, 2003; Dussart, 
2001). It is believed that these online communities help attract and retain customers through 
building relationships between customers (Wang & Fesenmaier, 2004). 
The above characteristics of the internet make it suited for use by businesses to promote 
direct relationships with customers (Bauer et al., 2002). The internet has become a powerful tool 
of RM, as its increasing use has brought promising opportunities for creating and maintaining 
customer relationships on a personal level (Berry, 2002; Brun, Durif, & Ricard, 2014; Durkin & 
Howcroft, 2003; Dussart, 2001; Jeong & Lambert, 2001). Scholars (Brun, et al., 2014; Shapiro et 
al., 2003; Sheth, 2002) believe that the internet will have a great impact on and even change the 
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course of RM and its future development. Internet-based RM is an extension of RM, but requires 
specialized management attention (Colgate et al., 2005). Moreover, the internet has profoundly 
altered customer expectation and behavior (Barnes & Cumby, 2002). Therefore, it is necessary to 
re-define and re-analyze RM in the internet context (e-RM). 
Bai et al. (2007) defined e-RM as “a strategic marketing practice of establishing, 
maintaining, enhancing, and commercializing networked customer relationships through promise 
fulfillment or implemented over certain electronic channels such as the internet” (p. 35). Barnes 
and Cumby (2002) stated that businesses should implement an e-RM strategy grounded in the 
fundamentals of RM. One of the most widely used tools of e-RM is electronic customer 
relationship management, which is a set of activities and technologies applied to create and 
maintain long-term customer relationships through the internet. It is believed that e-RM can help 
substantially attach customers to businesses and thus have a great potential to establish 
personalized relationships, maintain such relationships, and increase customer retention 
(Bendapudi & Berry, 1997; Grewal et al., 2003; Jeong & Lambert, 2001; Lang & Colgate, 2003). 
E-RM provides noticeable benefits to all businesses as follows: 
Ubiquity. E-RM has removed businesses from the constraints of a fixed geographical 
location (Huizingh, 2000). Traditional advertising media, such as newspapers, radio, and 
television, are usually location-specific (Sharma & Sheth, 2004). Companies are now able to 
directly target and reach out to customers in any part of the world through electronic channels 
including web pages and e-mails (Arnott & Bridgewater, 2002; Wilcox & Gurau, 2013). 
Furthermore, the costs of reaching customers and being reached by customers are much lower 
(Watson et al., 2002). This is lbeneficial to the hotel industry, as hotel firms must communicate 
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with both potential and existing customers who are remote from the property (Lukaitis & Davey, 
2008). 
Greater knowledge about customers. RM tracks customer purchasing patterns and 
service encounters, making businesses more knowledgeable about customers’ specific 
requirements, and they are thus able to customize services (Arnott & Bridgewater, 2002; Berry, 
1995). E-RM further develops this function by recording everything in electronic customer 
database and can thus capture higher quality data regarding customer preferences (Doherty & 
Lockett, 2007). For instance, Travelocity.com tracks and records user information, so it knows 
the user’s name, airline, and hotel preferences, and what destinations he/she might be interested 
in (Shapiro et al., 2003). This is essential to deliver successful one-to-one marketing (Peppard, 
2000). Moreover, this characteristic can facilitate service recovery, as greater customer 
knowledge enables firms to better resolve problems in a service failure situation (Bitner, Brown, 
& Meuter, 2000). 
Mass customization. From a costumer’s point of view, the switching cost will be high 
once he/she starts receiving personalized offerings and subsequent superior value, and it is thus 
more likely for him/her to maintain loyalty (Peppers & Rogers, 1999; Sharma & Sheth, 2004). In 
the past, it was expensive and time consuming to build one-to-one relationships with each 
individual customer, so such relationships only existed in markets consisted of a small number of 
customers or in business-to-business situations (Arnott & Bridgewater, 2002; Shapiro et al., 
2003). Nowadays e-RM has made it feasible for most businesses to address each customer, 
respond to his/her needs, and send tailored information including marketing offer, which is likely 
to generate stronger emotional content, enhanced customer relationship, and subsequently greater 
loyalty (Barnes & Cumby, 2002; Deighton, 1997; Durkin & Howcroft, 2003; Jeong & Lambert, 
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2001; Sherma & Sheth, 2004). The scope of personalized offerings ranges from messages to 
customers, to web pages, products, and the overall customer experience (Ching & Ellis, 2006). 
Enhanced interaction. E-RM is able to effectively strengthen information distribution 
and increase communication flows (Barnes & Cumby, 2002; Gilbert & Powell-Parry, 2003). 
Communication is essential for a relationship, and it has to be two-way (Barnes & Cumby, 
2002). Furthermore, customers desire interaction (Dabholkar, 1996). E-RM has provided several 
alternative communication channels, including e-mails, live chats, and bulletin boards, making 
interactive-based communications between buyers and sellers more convenient and frequent 
(Barnes & Cumby, 2002; Feinberg & Kadam, 2002; Lang & Colgate, 2003). Such interactions 
will help build emotional connections with customers (Weiss, 1999). Furthermore, if managed 
carefully, e-RM channels are likely to serve as a promising new arena for WOM, which can 
generate sales and further enhance customer loyalty (Verma, Sharma, & Sheth, 2015). It is 
reported that a 10% increase of online ratings can lead to 4.4% growth in hotel sales (Schmidt et 
al., 2008). 
 Decreased marketing cost. Compared with other marketing platforms, the internet is an 
inexpensive medium of interaction and distribution (Arnott & Bridgewater, 2002; Watson et al., 
2002). For instance, the costs for building a web site can be relatively low, depending on the 
scope of the project (Gilbert & Powell-Parry, 2003). Besides, email transmission has no 
significant costs (Feinberg & Kadam, 2002). In addition, firms can take advantage of time-
difference and set up customer service centers in countries of lower labor cost, further decreasing 
operation costs (Feinberg & Kadam, 2002). Therefore, the costs to identify, acquire, and retain 
customers have declined (Buttle, 1996; Watson et al., 2002). E-RM has offered a great 
opportunity for small and medium-sized firms as well (Quelch & Klein, 1996; Sheth, Sisodia, & 
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Sharma, 2000). In the past, smaller firms often partnered with other powerful channels, but such 
collaboration might lead to less decision autonomy and process control (Delgado-Ballester & 
Hernández-Espallardo, 2008). E-RM now provides them with greater competitive advantages 
through lower entry barriers, greater market size, as well as lower marketing and operations cost 
(Grewal et al., 2003; Novo, 2001). A recent study (Tian & Wang, 2014) suggested that hotels of 
smaller size and lesser-known brands benefited more from e-RM. 
Added value for customers. E-RM provides customers with benefits as well, and failure 
to do so may lead to lost opportunity (Grewal et al., 2003; Shapiro et al., 2003). Tailored services 
and enhanced customer experience are two examples of added value (Dussart, 2001). In addition, 
customers have greater pricing transparency online due to the reduction of information 
asymmetry (Grewal et al., 2003). They also spend less time and effort in information search, 
product comparison, and decision-making (Shapiro et al., 2003). Moreover, their choice 
manifold has expanded globally, as they are able to obtain products and services from other parts 
of the world (Barnes & Cumby, 2002). 
E-RM in the Hotel Industry 
The hotel industry should lay particular emphasis on e-RM, as it is in an ideal position to 
employ e-RM (Law & Hsu, 2005; Palmer & McCole, 2000). Travel service is ranked the highest 
in terms of its potential for RM through interactive media (Kierzkowski, McQuade, Waitman, & 
Zeisser, 1996). Research further confirms this by suggesting that information-intensive and 
interaction-based service industry will benefit most from e-RM (Berthon et al., 1999; Gilbert & 
Powell-Parry, 2003). In order to promote performance, hotels should utilize distribution channels 
which can provide customers with information and facilitate their purchases (Middleton & 
Clarke, 2001). In addition, the hotel industry has an enormous amount of customer data 
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including purchase history and personal information, so that it is comparatively easy to set up a 
customer database and retrieve information to identify and target customers. Furthermore, 
competition is becoming more intense, due to the emergence of online travel agencies and other 
third party transaction channels (Lee, Guillet, & Law, 2013). In this era of increasingly changing 
purchasing behavior and greater customer mobility, it is imperative for businesses to generate 
continuous interaction and build a stronger long-term relationship with customers (Dussart, 
2001). Aware of the opportunities and challenges, many firms now assign a greater part of 
marketing budget to electronic channels (Romenti, Minazzi, & Murtarelli, 2011). 
Previous studies have demonstrated that the implementation of e-RM in the hotel industry 
has been exploited at basic levels only. Gilbert, Powell-Perry, and Widijoso (1999) conducted 
interviews with five executives of top hotel groups who believed that the internet is an ideal 
channel for RM. In the same study, Gilbert et al. proposed a five-stage model of long-term 
customer retention and evaluated the corresponding features on hotel web sites. They discovered 
that only a small number of hotels at that time employed e-RM. A few years later, Gilbert and 
Powell (2003) conducted a similar research based on the same model and found that all of the 
hotel chains studied have exploited the internet as an e-RM tool. However, results of a survey 
among the key executives of UK hotel groups revealed that the hotels had little intention to 
embrace RM on the internet (Luck & Lancaster, 2003). A five-level e-relationship building 
model was applied by Bai et al. (2007) and Essawy (2007). They found that most hotels have 
applied e-RM strategies on their web sites, but only a small number of them have adopted an 
authentic relational online strategy. Gan, Tan, Sim, and Tna (2008) developed a four-level model 
to measure the effectiveness of hotel web sites as RM tools. Their study of Singapore hotels 
suggested that most hotels utilized RM for data collection rather than mass customization and 
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long-term relationship building. A model suited for the Italian hotel industry was developed by 
Romenti et al. (2011) and applied to assess the three to five star hotels in Milan. The findings 
suggested that Milanese hotels’ online content is mainly information-oriented rather than 
relationship-oriented. Escobar-Rodríguez and Carvajal-Trujillo (2013) proposed a web-presence 
model to identify the web presence of informational and relational features of Spanish hotel web 
sites. The results suggested that many hotels have not yet adopted an authentic e-RM strategy. 
Studies have also shown that e-RM strategies have a positive impact in the hotel context. 
Jang, Hu, and Bai (2006) modified a three-level progressive relationship-building model to test 
the correlation between hotels’ e-RM feature sophistication and financial performance. The 
findings of their study indicated that the changes in sales revenues were positively correlated 
with the basic and the partnership levels but negatively with the accountable level. Tian and 
Wang (2014) discovered that e-RM qualities could influence customers’ service expectations and 
subsequent purchase intentions in a positive way through the five-level progressive relationship-
building model. 
Mobile Technology and Applications 
The 1990s is classified as the decade of the internet, and the 21st century is referred to as 
the decade of mobile technology (Mahatanankoon, Wen, & Lim, 2005). By the end of 2014, the 
number of global mobile broadband subscriptions will be 2.3 billion, which is 3 times the 
number of fixed broadband subscriptions (Internet Society, 2013). Mobile access to networked 
resources has penetrated all aspects of daily life and changed people’s behavior, which makes the 
mobile channel ideal for conducting business, including in the hospitality industry (Han & 
Wong, 2012; Tiwari & Buse, 2007; Tsalgatidou, Veijalainen, & Pitoura, 2000). It is reported that 
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currently the mobile channel accounts for 20% of travel transactions, and travel companies are 
witnessing a dramatic increase in this sector each year (EyeforTravel, 2013). 
The driving force for mobile transactions is the rapid growth of smartphone adoption 
(ABI Research, 2010). It is reported that 65% of the US population owned a smartphone in 
December 2013, and more than 73% of these smartphone users either surfed mobile web pages 
or downloaded apps of online retailers (comScore, 2014). Compared with ordinary cell phones, 
smartphones have larger and higher resolution screens, stronger input capabilities, reliable 
internet access, and a wide array of other features, including e-mail, instant messaging, video and 
audio playback, a video camera, and much more (Dickinson, Ghali, Cherrett, Speed, Davies, & 
Norgate, 2014; Persaud & Azhar, 2012; Raento, Oulasvirta, & Eagle, 2009; Tiwari & Buse, 
2007). In addition, the advancement of network technology has led to faster data transmission 
and greater traffic capacity, so smartphone networks are as good as landline networks (Advani & 
Choudbury, 2001). The development of smartphones has brought marketing practitioners great 
opportunities, as they can offer more services through smartphones and consequently enhance 
customer experience (Bauer et al., 2005; Persaud & Azhar, 2012). 
Importantly, smartphones now offer access to mobile apps (Persaud & Azhar, 2012). The 
mobile apps, also known as the native apps, are tailor-made software for smartphones (Dickinson 
et al., 2014; Grøtnes, 2009). It is believed that apps create a user-friendly interface and improved 
customer experience, because they offer additional usability through accessing the camera and 
address book as well as memory on smartphones (Jacobs, 2012; Nysveen et al., 2015). There are 
1.5 million apps for Android platforms on Google’s Play Store, including more than 70,000 
travel apps (AppBrain, 2015). 1.2 million apps are available in the Apple iTunes store, more than 
54,000 of which are travel apps (Statista, 2014). In fact, travel apps are one of the 10 most 
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popular app categories in both stores. The advent of apps is attracting more and more well-
known brands to develop their own apps, giving rise to a wider range of marketing implications 
(Banham, 2010; Persaud & Azhar, 2012). If managed carefully, these apps will facilitate to 
generate new customer relationships, develop a stronger sense of belongingness, and enhance 
existing loyal relationships with customers (Peng, Chen, & Wen, 2014). 
Although the mobile channel is an extension of computer-based internet into the wireless 
arenas, firms should not simply make a one-to-one content translation from the online 
environment to the mobile environment (May, 2001; Venkatesh, Ramesh, & Massey, 2003; Wei 
& Ozok, 2005). The mobile channel has its own peculiarities, which overcomes the shortcomings 
of the fixed internet and brings unique services and benefits (Lee & Mills, 2010; Mahatanankoon 
et al., 2005; Rasinger et al., 2007; Tsalgatidou et al., 2000). These peculiar characteristics make 
the mobile channel an ideal medium for RM, especially in the hospitality sector (Advani & 
Choudbury, 2001; Dickinson et al., 2014; Kannan, Chang, & Whinston, 2001; Tiwari & Buse, 
2007), as discussed below. 
Individuality. Smartphones are becoming an extension of their owners’ personality and 
individuality (Grant & O’Donohoe, 2007; Persaud & Azhar, 2012). They are one-to-one 
communication devices that are rarely used by people other than their owners, while computers 
are often shared by families (Roach, 2009). Besides, people personalize their smartphones by 
choosing ring tones and phone cases, and carry them within reach, so smartphones are not only 
intimate accessories but also an important part of daily life (Bauer et al., 2005; Hennig-Thurau et 
al., 2010; Raento et al., 2009). This relationship with smartphones are more likely to result in 
personal attachment, which in turn makes them trusted communication channels and 
consequently a prerequisite for generating customer relationships (Advani & Choudbury, 2001; 
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Bellman, Potter, Treleaven-Hassard, Robinson, & Varan, 2011). Furthermore, there is a better 
chance for firms to reach target customers and provide specific services via this mobile channel 
(Kenteris et al., 2009; Siau, Lim, & Shen, 2001). Smartphone apps allow customers to opt for 
products and services that are tailored to their interests and preferences, so the information is 
more relevant and thus marketing is more efficient (Morosan & DeFranco, 2014; Tiwari & Buse, 
2007; Varshney & Vetter, 2002). 
Mobility. Through the mobile channel, businesses have greater opportunities as they are 
able to reach customers anywhere at anytime (Bauer et al., 2005; Grant & O’Donohoe, 2007; 
Hennig-Thurau et al., 2010; Siau et al., 2001; Zhu & Morosan, 2014). Research suggests that 
mobility is a significant driving factor for the adoption of the mobile channel (Yang, 2010). 
Moreover, smartphones allow owners to respond immediately independent of location and 
activities they are engaged in (Tsalgatidou et al., 2000; Mahatanankoon et al., 2005). Therefore, 
smartphones facilitate impulse purchase, as customers are able to conduct transactions at the 
moment of intention (Tiwari & Buse, 2007). This feature of mobility is critical to the hospitality 
industry because travellers need to search information throughout the travel process (Gursoy & 
McCleary, 2004; Im & Hancer, 2014). With the assistance of smartphones, travellers can stay 
informed, despite not always having access to a fixed internet (Kenteris et al., 2009; Wei & 
Ozok, 2005). For instance, they can obtain real-time information necessary for travelling, such as 
weather and traffic conditions via smartphones. Moreover, last-minute travelers are more likely 
to search via mobile devices (EyeforTravel, 2013; Wang, Xiang, & Fesenmaier, 2014). Some 
apps now target last-minute travel-deal seekers by providing information about hotels that have 
available rooms in the next 24 hours. This will increase company revenue (Siau et al., 2001). 
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Location-based services. Firms can identify the location of a mobile device through the 
Global Positioning System (GPS) which uses satellite stations to calculate and get locations 
(Tsalgatidou et al., 2000). It is beneficial to know a customer’s location in several ways. First, 
since customer activities no longer only take place when customers are plugged into the internet, 
information collected regarding activities and preferences are much richer and more accurate 
(Advani & Choudbury, 2001; Deighton & Kornfeld, 2009). Second, it is essential to know the 
location of customers in order to offer relevant services (Tsalgatidou et al., 2000). For instance, 
restaurants can send coupons to customers in close proximity and consequently increase the 
probability of sales (Varshney & Vetter, 2002). Cruise line companies now offer local maps and 
restaurant guides at every stopping-off point through location-tracking services (Advani & 
Choudbury, 2001). Third, customers can locate a product or service in a specific area via GPS 
(Varshney & Vetter, 2002). For instance, customers can search a list of hotels nearby via mobile 
apps, and can have the app display results based on distance (Wang & Wang, 2010). Routing 
services are also essential during travels (Sadoun & Al-Bayari, 2007). It is these value-added 
services that differentiate firms from competitors, enhance brand presence, and help to maintain 
long-term relationships with customers (Grönroos, 2004; Tiwari & Buse, 2007). 
With the increasing number of users and greater penetration into people’s life, the mobile 
channel appears to have substantial influence on the travel process (Starkov, 2010; Oh, Lehto, & 
Park, 2009; Wang et al., 2011). The hospitality industry must lay great emphasis on this channel 
because more customers choose to interact via the mobile channel (EyeforTravel, 2013). 
Hotel.com reports that their mobile apps have 15 million downloads (EyeforTravel, 2013). The 
increasing number of independent travelers is one of the driving forces of this trend, as more and 
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more travelers rely on self-service instead of packaged options (Buhalis & Law, 2008). These 
travelers require an intense amount of information and assistance at all stages of their trips. 
The topic of smartphones’ and mobile apps’ usage in the hospitality industry has been 
investigated from a few different perspectives (Adukaite et al., 2013). Many studies explored the 
customers’ intentions of smartphone adoption by employing different methods, including the 
technology acceptance model (Algethmi, 2014; Im & Hancer, 2014; Kwon et al., 2013; Morosan 
& DeFranco, 2014; Okumus & Bilgihan, 2014; Yang, Zhong, & Zhang, 2013), the united theory 
of acceptance and use of technology (Lai, 2013; No & Kim, 2014), and a qualitative method 
(Tussyadiah & Wang, 2014). These studies indicated that perceived usefulness, perceived ease of 
use, social influence, self-identity, and previous experience could all significantly influence the 
customers’ intention in terms of smartphone adoption. Wang et al. (2014) proposed a framework 
of smartphone adoption to show how different factors, including contextual factors, cognitive 
beliefs, previous experiences, and everyday use, interacted with each other and consequently 
influenced smartphone adoption. Okazaki, Campo, Andreu, and Romero (2014) categorized 
travelers into four groups in terms of smartphone usage pattern before and after arrivals at the 
destinations: savvies, planners, opportunists, and low-techs. The study helped marketers to study 
consumer behaviors of smartphone usage and develop mobile apps based on actual needs. 
Other studies focused on the supply side, using a wide range of approaches. Kennedy-
Eden and Gretzel (2012) provided two guidelines for smartphone apps’ categorization based on 
the value chain and user interactivity. Several studies analyzed the role that smartphones and 
mobile apps played in the hospitality industry and indicated that they were powerful tools to 
provide a more satisfactory travel experience, as well as a more effective communication means 
between customers and travel firms (Dickinson et al., 2014; Wang, Park, & Fesenmaier, 2012). 
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Yus (2014) proposed a model to evaluate travel apps’ quality and suggested that the value of 
information, usability, and non-propositional qualities were three significant factors. In the 
airline industry, Liu and Law (2013) found that the adoption decision of airline firms were 
related with a firm’s region, business scope, and number of flight destinations. Although there 
are a few studies of smartphones and mobile apps in the hospitality industry, research in the hotel 
context is scarce (Leung et al., 2013). In their study of mobile apps offered by European 
German-speaking hotels, Adukaite et al. (2013) discovered that most apps only offered 
informational and functional contents. Leung et al. (2013) suggested in their study of Hong Kong 
hotel apps that less than 40% of the hotels offered mobile apps. However, no studies have yet 
employed an e-RM approach. The two prior studies also have regional limitation. Therefore, this 
study aims to close this gap by evaluating e-RM features of hotel mobile apps. 
Part Three: Research Methodology and Discussion 
Introduction 
Many hotel firms simply assume that the online environment and the mobile environment 
share the same characteristics, and thus post the same information on both channels (Magrath & 
McCormick, 2013). Currently there are limited studies aimed at exploring the specific features of 
mobile apps in the hotel context. Further, no such studies have yet approached from an e-RM 
perspective. Therefore, this study proposes a five-level e-relationship building model in a hotel 
mobile app setting and employs this model to evaluate the e-RM features of hotel mobile apps. 
Summary of Literature Review 
In today’s hypercompetitive environment, firms are faced with intense competition and 
the extreme mobility of customers. It is crucial for firms to implement RM as a part of their 
business strategy in order to gain competitive advantages. RM can facilitate both customer 
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acquisition and retention, as well as maintain long-term customer relationships. Firms employing 
an RM strategy are usually more successful in the long run. The internet and the mobile channel 
are both ideal channels for e-RM. Both channels allow one-to-one marketing, greater knowledge 
of customers, and enhanced interactions with customers. The mobile channel can further 
strengthen customer relationships through value-added services, including location-based 
services, targeted promotion messages, and real-time information. 
The hospitality firms are suited for RM implementation. To begin with, the hospitality 
industry is interaction-based. Employees have immediate contacts with customers on a daily 
basis. Globalization and brand multiplication have led to increasingly intensified competition in 
the industry. Customers are also becoming more demanding. They require personalized services 
and an intense amount of assistance throughout their trips. In addition, the hospitality industry 
offers experience products, so new customers do not know the product quality before they make 
purchase decisions. Hospitality firms should utilize RM to provide abundant information and 
two-way communication channels for customer inquiries. 
Operational Framework 
The operational framework used by this study was based on a five-level progressive 
relationship building model proposed by Kotler, Bowen, and Makens (2014) and a study 
conducted by Bai et al. (2007). This model provided the theoretical foundation for the evaluation 
of hotel apps’ e-RM features. It suggested that there were five levels of RM, namely: basic, 
reactive, accountable, proactive, and partnership. However, since the model assumed that 
businesses communicated with customers via phone calls, modifications in the mobile 
environment were needed. Bai et al. (2007) developed the model in an online setting and applied 
it to assess the e-RM features of hotel web sites. Table 2 illustrates the details of this framework. 
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Some of the e-RM features were modified to represent the unique characteristics of 
mobile apps. Some of them were related to location-based services, including location-based 
hotel search, live map, and local attractions (Advani & Choudbury, 2001; Sadoun & Al-Bayari, 
2007; Varshney & Vetter, 2002). The mobility of smartphones also made it suitable for travel 
itinerary management and replacement of physical room keys (Im & Hancer, 2014). Room 
preference was another important feature that could be used to collect customer preference and 
increase subsequent satisfaction (Wang & Wang, 2010). Link to full web site, app rating, and 
app tutorial were three unique features identified from mobile apps. The feature of telephone 
number, fax, email, and postal address were consolidated into one feature referred to as contact 
information, as these were often displayed on one page on mobile apps. Since electronic bulletin 
board was less commonly seen, it was changed to online reviews and social media information. 
Further, narrative driving/transportation directions, annual report and other financial information 
were removed because these features were not suited for display on mobile apps due to the size 
of smartphone screens. Security alert, local search engines, and hotline exclusively for members 
were also removed, as they were not applicable to mobile apps. 
The sample of the study was based on a list of the top 10 hotel chains in the world in 
2014 (Vidyarathi, 2014). The hotel chains were ranked according to the number of properties and 
the number of rooms. Nine apps were downloaded from the U.S. Apple App Store. The other app 
was downloaded from the China App Store, because the hotel chain was China-based and thus 
did not have an app for the U.S. market. Most of the hotel chains have developed several 
different apps, including a comprehensive app of the hotel chain, an app for the loyalty program, 
apps for specific regions, and apps for specific hotel brands. Since comprehensive apps have   
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Table 2 
Operational framework for e-RM through hotel mobile apps 
Five levels of e-RM Mobile app features 
Level 1: Basic 
The company attempts to sell its products by 
providing basic product knowledge and company 
information to online customers but does not 
follow up. This level refers to situations where 
the mobile app only provides necessary 
product/company information. 
Company profile 
Product information 
Product preview (facilities layout or visuals) 
App tutorial 
Level 2: Reactive 
The company is reactive of its product selling. It 
provides opportunities for purchasing products 
and encouraging customers’ communications 
about company’s products. This level includes 
mobile app features that allow customers to 
purchase products and contact the company for 
any product concerns. 
Product highlights (hot deals or special 
promotion packages) 
Hotel search (based on current location) 
Online reservation 
Live map (display of hotel geographic 
locations and transportation direction) 
Local attractions 
Contact information 
Link to full web site 
Level 3: Accountable 
The company demonstrates its responsibilities to 
take care of customers. It offers opportunities to 
allow for more customized services and solicits 
any product improvement suggestions and 
specific disappointments from the customer. This 
level refers to mobile app features that are meant 
to hold the company accountable for its business. 
Change or cancel a reservation 
Retrieve a reservation  
Customer service pages (FAQ) 
Complaining ability (indicating how and 
when the complaint will be handled) 
Internet privacy policy 
Terms of use 
Level 4: Proactive 
The company takes extra care to encourage more 
dialogs with customers and tries to increase 
chances to keep in touch with the customer for 
suggestions about improvements that have been 
made or creative suggestions for future events. 
This level includes mobile app features that 
allow the company to actively take the initiative 
to build deeper customer relationships. 
Free sign up for promotion information 
Feedback 
App rating 
Live chat 
Online reviews 
Social media information 
Level 5: partnership 
The company treats customers as partners and 
works continuously with customers at more 
personal level to discover ways to deliver better 
value. This level refers to mobile app features 
designed to build loyalty and add more values to 
the long-term company-customer relationship. 
Loyalty programs 
Sign up for loyalty programs 
Differential membership structure 
Personalized account for members only 
Personal room preference 
Travel itinerary management 
Electronic room key 
Note. Adapted from “Examining e-relationship marketing features on hotel websites,” by B. Bai, 
C. Hu, and S. Jang, 2007, Journal of Travel & Tourism Marketing, 21(2-3), p. 39. Copyright 
2007 by The Haworth Press. 
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features for loyalty program and specific hotel brands, the study sample only included the 
comprehensive apps of the 10 hotel chains. 
Study Sample 
Data Collection 
The data was collected in April, 2015. The 10 comprehensive apps were downloaded to 
collect information based on the proposed framework. When each feature was found on the app, 
the corresponding item was coded as “1” and “0” otherwise. 
Statistical Analysis 
This study employed descriptive analysis. In the proposed framework there were five 
levels of e-relationship with 30 items in total. Responses at each level were summed up and 
divided by the total number of items of that level. The results were presented in percentages to 
reflect how sophisticated at each level the e-RM features of hotel mobile apps are.  
Results 
This study found that hotel companies have offered more features at the lower levels on 
their mobile apps. They have utilized mobile apps as a distribution channel to provide company 
and product information at the basic level (70%) and conduct transactions at the reactive level 
(76%). All of the 10 hotel companies offered features of basic information including product 
information (100%) and product preview (100%). Hotel search, online reservation, and contact 
information were three features applied by all of the hotels at the reactive level. However, a 
closer look at these two levels revealed that hotel companies failed to provide some features 
including app tutorials (20%), local attractions (50%), and link to the full web site (30%). 
The findings of this study also indicated that relatively speaking, the hotel companies 
have not exploited e-RM features extensively at the three higher levels: accountable (62%), 
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proactive (43%) and partnership (68%). The hotel companies did not utilize mobile apps as an 
effective communication channel to allow for complaint, keep in touch with customers, and build 
stronger customer relationships. The less utilized items included customer service page (10%), 
complaining ability (0%), feedback (30%), app rating (40%), live chat (10%), and online reviews 
(30%). In addition, although 100% of the hotel companies employed loyalty programs and 
different tiers to build lasting customer relationships, not every one of them has fully developed 
opportunities to provide personalized services to customers. The features of personal room 
preference (40%), travel itinerary management (10%), and electronic room key (10%) were not 
widely applied. 
Implications 
The purpose of this study is to examine the e-RM feature sophistication of hotel mobile 
apps. From a theoretical standpoint, the study adds to the theoretical foundation for evaluating 
the efforts of e-RM building. This is one of the first studies in the hotel mobile apps field, and 
the first one conducted from an e-RM perspective. A progressive five-level e-relationship 
building model is modified to assess the extent to which hotel companies embrace e-RM features 
on their mobile apps. The identified model applies five levels in the process of relationship 
building in the mobile context: basic, reactive, accountable, proactive, and partnership. The 
higher the level is, the more sophisticated the relationship is. At the basic level, hotel companies 
only post basic company and product information, while at the partnership level they seek to 
build a mutual beneficial and personal relationship with customers through long-term efforts. For 
future studies, this model can be applied to fit different business fields.  
The results suggest that the top 10 hotel companies have successfully established e-RM 
feature sophistication on mobile apps at the lower levels. These hotel companies employ mobile 
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apps as a distribution channel to provide basic information, conduct transactions, and allow for 
further inquiries. In addition, they offer some basic value-added services including live maps and 
brief description to local attractions. Further, although the hotel companies fail to maintain e-RM 
sophistication at the higher levels, all of them have employed features related with loyalty 
programs. One possible explanation is that businesses understand the importance of loyalty 
programs and the role that they play in customer retention (Uncles, Dowling, & Hammond, 
2003). The sampled hotel companies are also found to have the resources to build loyalty 
programs, given the large number of properties and customers that they have.  
The findings of this study are consistent with Bai et al.’s (2007) research on e-RM 
features of hotel web sites, but the hotel companies demonstrate higher percentages of e-RM 
feature sophistication on mobile apps than on web sites at the higher levels. This is probably 
because firms nowadays begin to realize the benefits of e-RM and are assigning a larger amount 
of budget in online and mobile marketing (Romenti et al., 2011). Leung et al. (2013) also 
suggested that chain hotels were more likely to invest in mobile apps. Since all of the hotel 
companies in this study are chain hotels, this possibly explains why they display higher 
percentages of e-RM presence on their mobile apps. 
However, the fact that the hotel companies have utilized fewer features at the higher 
levels also indicates that they have not provided enough personalized and value-added services 
through mobile apps. Hotel firms have to understand that they are faced with more intensified 
competition than in the past (Cosic & Djuric, 2010). In order to maintain competitive advantages 
and maintain a lasting customer relationship, they should offer more sophisticated e-RM features 
through mobile apps. In the past, large hotel companies had great advantages over small and 
medium-sized companies, as they possessed more resources to reach out to customers and build 
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customer relationships. Now small and medium-sized hotel companies can possibly cooperate 
with online travel agencies, or choose to build their own online and mobile distribution channels 
at relatively low costs (Grewal et al., 2003). Therefore, they also have the potential to provide the 
same offerings as their counterparts. Besides, customers exhibit greater mobility and higher 
expectations (EyeforTravel, 2013). With the development of the mobile channel, customers can 
easily get information of various hotel properties across the globe (Wilcox & Gurau, 2013). They 
also require more enhanced services other than those at the basic levels. Therefore, in order to 
maintain lasting customer relationships and customer loyalty, it is crucial to utilize mobile apps 
to deliver better values at a personal level. 
In order to deliver more personalized services and better customer experience, hotel 
companies must offer a holistic set of services other than mere accommodation and basic hotel 
information (Grönroos, 2004). Customers require the assistance from a hotel not only during 
their stay, but also throughout the entire travel process and even before or after the trip. Hotel 
companies should make every effort to ensure that the whole process is as convenient as possible 
for customers. Before the trip, hotel companies allow customers to save the information in their 
loyalty program account by offering the feature of personal room preference. Thus customers do 
not have to choose room preference every time they make a reservation. A customer service page 
can help to answer frequently asked questions within seconds and therefore saves customers both 
time and efforts. During the travel process, the feature of travel itinerary management can 
facilitate customers to better arrange their trips and save all the necessary information of the 
entire trip on their smartphones. This feature is now feasible due to the mobility characteristic of 
smartphone (Im & Hancer, 2014). It will enhance trip planning and management experience. 
Besides, by providing an electronic room key through mobile apps, hotels can make sure that 
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customers are less likely to forget or lose their room keys. In fact, some hotels, including Hilton 
and Marriott, do not have this feature on their comprehensive apps but present it as an individual 
mobile app, as they are piloting the feature at selected brands and properties (Elsafe, 2013; 
Mearian, 2014). Last but not least, if customers have any complaints and feedback after the trip, 
they should be able to contact hotel companies through such features as online reviews and 
feedback. It is also important to have the feature of complaining ability to show the caring of 
customers by hotel companies and enable hotel companies to implement service recovery 
strategies if necessary. 
Some less utilized items are features specifically modified or added in the mobile app 
context, including app tutorial, link to the full web site, app rating, and online reviews. This 
indicates that hotel companies do not understand the difference between the online environment 
and the mobile environment (Magrath & McCormick, 2013). In order to offer better user 
experience, contents on mobile apps are usually adjusted to fit the smaller screens of 
smartphones. Therefore, it is necessary for mobile apps to provide app tutorial to assist new 
customers and offer a link to the full web site in case customers want to explore other online 
features. Further, e-word-of-mouth is known as an effective means of promotion among 
customers, since they believe that the opinions of their peers are more trustworthy than 
information provided by businesses (Verma et al., 2015). Positive online reviews and app ratings 
are likely to enhance hotel image, facilitate the customer decision process, and promote hotel 
sales. Thus hotel companies should also provide related features that can serve as an alternative 
channel of promotion. 
Limitations and Future Research 
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This study is not free from limitations. First, the generalizability of this study’s findings 
may be questioned. The sample included only the top 10 hotel chains, and only the 
comprehensive apps of these hotel chains were selected. The apps from other smartphone 
platforms were not included as well. A natural extension of this study is to investigate a larger 
sample, including more hotel groups, comparison between comprehensive apps and other 
specific apps, as well as more mobile apps from other platforms. Analysis of variance and 
regression model can also be employed to test the relationship between e-RM sophistication of 
mobile apps and hotel characteristics. In addition, the e-relationship building model applied in 
this study was proposed based on prior studies and findings from the literature. The validity may 
be limited without further research from a customers’ perspective. It is therefore necessary to 
investigate consumer expectations of e-RM features on hotel mobile apps and modify the current 
model based on the findings. Finally, it will be interesting to analyze the correlation between 
hotels’ e-RM features on mobile apps and their financial performance. 
Conclusion 
Smartphones and mobile apps are an important part of people’s daily lives rather than just 
intimate accessories. Consequently they play a significant role in marketing, as they not only 
promote the brand but also engage with customers to develop a long-term relationship in a more 
effective and efficient manner. The purpose of this study is to assess the current e-RM 
sophistication level of hotel mobile apps. This study aims to build a theoretical foundation for 
future studies of e-RM in the mobile context. It also seeks to assist practitioners to better 
understand how to utilize mobile apps for customer relationship building. A five-level 
progressive e-relationship building model is proposed for this purpose. This is the first study in 
the mobile app field conducted from an e-RM standpoint. Results of the study indicate that hotel 
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companies offer more features at the lower levels. They utilize mobile apps to provide customers 
with basic information and allow for transactions. However, they have not fully exploited this 
new distribution channel to keep in touch with customers, deliver personalized services, and 
consequently strengthen customer relationships. Due to the intensified competition in the hotel 
industry, it is imperative for hotel companies to invest more in this new platform to offer more 
value-added services to enhance customer satisfaction and maintain customer loyalty. 
  
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 38 
Reference 
 
ABI Research. (2010, February 16). Shopping by mobile will grow to $119 billion in 2015, 
According to ABI research. Business Wire. Retrieved from: 
http://www.businesswire.com/news/home/20100216006723/en/Shopping-Mobile-Grow-
119-Billion-2015-ABI#.VQ4EpJPF_aM 
Achrol, R. S. (1991). Evolution of the marketing organization: New forms for turbulent 
environments. Journal of Marketing, 55(4), 77-93. 
Adukaite, A., Reimann, A.M., Marchiori, E., & Cantonif, L. (2013). Hotel mobile apps: The case 
of 4 and 5 star hotels in European German-speaking countries. In Z. Xiang, & I. 
Tussyadiah (Eds.), Information and Communication Technologies in Tourism 2014 (pp. 
45-57). doi: 10.1007/978-3-319-03973-2_4 
Advani, R., & Choudbury, K. (2001). Making the most of B2C wireless. Business Strategy 
Review, 12(2), 39-49. doi: 10.1111/1467-8616.00173 
Ahmad, R., & Butt, F. (2002). Customer retention management: A reflection of theory and 
practice. Marketing Intelligence and Planning, 20(3), 149-161. doi: 
10.1108/02634500210428003  
Algethmi, M.A. (2014). Mobile commerce innovation in the airline sector: An investigation of 
mobile services acceptance in Saudi Arabia (Doctoral dissertation). Retrieved from: 
http://bura.brunel.ac.uk/bitstream/2438/8994/1/FulltextThesis.pdf 
Aijo, T.S. (1996). The theoretical and philosophical underpinnings of relationship marketing: 
Environmental factors behind the changing marketing paradigm. European Journal of 
Marketing, 30(2), 8-18. 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 39 
Arnott, D.C., & Bridgewater, S. (2002). Internet, interaction and implications for marketing. 
Marketing Intelligence and Planning, 20(2), 86-95. doi: 10.1108/02634500210418509 
AppBrain. Google play stats. Retrieved from http://www.appbrain.com/stats/ (accessed 2015, 
March 21). 
Bai, B., Hu, C., & Jang, S. C. (2007). Examining e-relationship marketing features on hotel 
websites. Journal of Travel & Tourism Marketing, 21(2), 33-48. doi: 
10.1300/J073v21n02_03 
Banham, M. (2010). Adidas launches mobile apps to expand brand. Retrieved from 
http://www.marketingmagazine.co.uk/article/1021364/adidas-launches-mobile-apps-
expand-brand (accessed 2015, March 22) 
Barnes, J.G., (1997). Closeness, strength and satisfaction: Examining the nature of relationships 
between providers of financial services and their retail customers. Psychology & 
Marketing, 14(8), 765-790. doi: 10.1002/(SICI)1520-6793(199712)14:8<765::AID-
MAR3>3.0.CO;2-C 
Barnes, J.G., & Cumby, J.A. (2002). Establishing customer relationships on the internet requires 
more than technology. Australasian Marketing Journal, 10(1), 36-46. 
Bauer, H.H., Barnes, S.J., Reichardt, T., & Neumann, M.M. (2005). Driving consumer 
acceptance of mobile marketing: A theoretical framework and empirical study. Journal of 
Electronic Commerce Research, 6(3), 181-192. 
Bauer, H.H., Grether, M., & Leach, M. (2002). Building customer relations over the internet. 
Industrial Marketing Management, 31(2), 155-163. doi: 10.1016/S0019-8501(01)00186-
9 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 40 
Bellman, S., Potter, R.F., Treleaven-Hassard, S., Robinson, J.A., & Varan, D. (2011). The 
effectiveness of branded mobile phone apps. Journal of Interactive Marketing, 25(4), 
191-200. doi: 10.1016/j.intmar.2011.06.001 
Bendapudi, N., & Berry, L.L. (1997). Customers’ motivations for maintaining relationships with 
service providers. Journal of Retailing, 73(1), 15-37. doi: 10.1016/S0022-
4359(97)90013-0  
Berry, L.L. (1983). Relationship marketing. In L. L. Berry, G. L. Shostack, & G. D. Upah (Eds.), 
Emerging perspectives on services marketing. Chicago, IL: American Marketing 
Association. 
Berry, L.L. (1995). Relationship marketing of services -- Growing interest, emerging 
perspectives. Journal of the Academy of Marketing Science, 23(4), 236-245. doi: 
10.1177/009207039502300402 
Berry, L.L. (2002). Relationship marketing of services – Perspectives from 1983 and 2000. 
Journal of Relationship Marketing, 1(1), 59-77. doi: 10.1300/J366v01n01_05 
Berry, L.L., & Parasuraman, A. (1991). Marketing services: Competing through quality. New 
York, NY: Free Press. 
Berthon, P., Pitt, L., Katsikeas, C.S., & Berthon, J.P. (1999). Executive insights: Virtual services 
go international: International services in the marketspace. Journal of International 
Marketing, 7(3), 84-105. 
Bhatia, A. (1999). Customer relationship management. USA: Don Hull. 
Bitner, M.J., Brown, S.W., & Meuter, M.L. (2000). Technology infusion in service encounters. 
Journal of the Academy of Marketing Science, 28(1), 138-149. doi: 
10.1177/0092070300281013 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 41 
Brun, I., Durif, F., & Ricard, L. (2014). E-relationship marketing: A cognitive mapping 
introspection in the banking sector. European Journal of Marketing, 48(3), 572-594. doi: 
10.1108/EJM-04-2012-0207 
Buhalis, D., & Law, R. (2008). Progress in information technology and tourism management: 20 
years on and 10 years after the Internet – The state of eTourism research. Tourism 
Management, 29(4), 609-623. doi: 10.1016/j.tourman.2008.01.005 
Buttle, F. (1996). Relationship marketing. In F. Buttle (Ed.), Relationship marketing: Theory and 
practice (pp. 1-16). London, UK: Paul Chapman. 
Ching, H.L., & Ellis, P. (2006), Does relationship marketing exist in cyberspace? Management 
International Review, 46(5), 557-572. doi: 10.1007/s11575-006-0115-5 
Colgate, M., Buchanan-Oliver, M., & Elmsly, R. (2005). Relationship benefits in an internet 
environment. Managing Service Quality: An International Journal, 15(5), 426-436. doi: 
10.1108/09604520510617284  
comScore. (2013). comScore reports December 2013 U.S. mobile subscriber market share. 
Retrieved from https://www.comscore.com/Insights/Press-Releases/2014/2/comScore-
Reports-December-2013-US-Smartphone-Subscriber-Market-Share 
Cooper, C., & Shepherd, R. (1998). Tourism: Principles and practice (2nd ed.). Harlow, 
England: Longman. 
Cosic, M., & Djuric, M.D. (2010). Relationship marketing in the tourist services sector. UTMS 
Journal of Economics, 1(1), 53-60. 
Dabholkar, P.A. (1996). Consumer evaluations of new technology-based self-service options: An 
investigation of alternative models of service quality. International Journal of Research 
in Marketing, 13(1), 29-51. doi: 10.1016/0167-8116(95)00027-5 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 42 
Deighton, J. (1997). Commentary on exploring the implications of the Internet for consumer 
marketing. Journal of the Academy of Marketing Science, 25(4), 347-351. doi: 
10.1177/0092070397254006 
Deighton, J., & Kornfeld, L. (2009). Interactivity's unanticipated consequences for marketers and 
marketing. Journal of Interactive Marketing, 23(1), 4-10. doi: 
10.1016/j.intmar.2008.10.001 
Delgado-Ballester, E., & Hernández-Espallardo, M. (2008). Effect of brand associations on 
consumer reactions to unknown on-line brands. International Journal of Electronic 
Commerce, 12(3), 81-113. doi: 10.2753/JEC1086-4415120305 
Dellarocas, C. (2003). The digitization of word of mouth: Promise and challenges of online 
feedback mechanisms. Management Science, 49(10), 1407-1424. doi: 
10.1287/mnsc.49.10.1407.17308 
DeLone, W.H., & McLean, E.R. (1992). Information systems success: The quest for the 
dependent variable. Information Systems Research, 3(1), 60-95. doi: 10.1287/isre.3.1.60 
Dickinson, J.E., Ghalib, K., Cherrett, T., Speed, C., Davies, N., & Norgate, S. (2014). Tourism 
and the smartphone app: Capabilities, emerging practice and scope in the travel domain. 
Current Issues in Tourism, 17(1), 84-101. doi: 10.1080/13683500.2012.718323 
Doherty, N.F., & Lockett, N.J. (2007). Closing the gap between the expectations of relationship 
marketing and the reality of e-CRM. International Journal of E-Business Research, 3(2), 
i-vi. 
Durkin, M.G., & Howcroft, B. (2003). Relationship marketing in the banking sector: The impact 
of new technologies. Marketing Intelligence & Planning, 21(1), 61-71. doi: 
10.1108/02634500310458162 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 43 
Dussart, C. (2001). Transformative power of e-business over consumer brands. European 
Management Journal, 19(6), 629-637. doi: 10.1016/S0263-2373(01)00088-3  
El-Gohary, H. (2010). E-marketing - A literature review from a small businesses perspective. 
International Journal of Business and Social Science, 1(1), 214-243. 
VinCard Elsafe. (2013, November, 11). Marriott Brooklyn Fairfield installs VingCard RFID 
system as contactless locks go mainstream. Retrieved from: 
http://www.vingcardelsafe.com/en/vce/VingCardElsafe/Press-
Room/News/2013/News/Marriott-Brooklyn-Fairfield-Installs-VingCardRFID-System-
As-Contactless-Locks-Go-Mainstream/ (accessed on 2015, May 3) 
Escobar-Rodrígueza, T., & Carvajal-Trujillo, E. (2013). An evaluation of Spanish hotel websites: 
Informational vs. relational strategies. International Journal of Hospitality Management, 
33, 228-239. 
Essawy, M. (2007). The current state of internet marketing of UK-based multi-unit hotel brands: 
Does it allow for customer relationship cuilding? International Journal of Hospitality & 
Tourism Administration, 8(2), 89-106. doi: 10.1300/J149v08n02_05 
EyeforTravel. (2013, October 31). Social media and mobile in travel distribution report: Online 
strategies, consumer and industry trends. Retrieved from 
http://events.eyefortravel.com/social-media-mobile-travel-report/ 
Feinberg, R. & Kadam, R. (2002). E-CRM web service attributes as determinants of customer 
satisfaction with retail web. International Journal of Service Industry Management, 
13(5), 432-451. doi: 10.1108/09564230210447922 
Flambard-Ruaud, S. (2005). Relationship marketing in emerging economies: Some lessons for 
future. VIKALPA, 30(3), 53-63. 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 44 
Gan, L., Sim, C.J., Tan, H.L., & Tna, J. (2008). Online relationship marketing by Singapore 
hotel websites. Journal of Travel & Tourism Marketing, 20(3/4), 1-16. doi: 
10.1300/J073v20n03_01 
Gilbert, D.C., & Powell-Perry, J. (2003). Exploring developments in web based relationship 
marketing within the hotel industry. Journal of Hospitality & Leisure Marketing, 10(3), 
5-24. doi: 10.1300/J150v10n03_02 
Gilbert, D.C., Powell-Perry, J., & Widijoso, S. (1999). Approaches by hotels to the use of the 
Internet as a relationship marketing tool. Journal of Marketing Practice: Applied 
Marketing Science, 5(1), 21-38. doi: 10.1108/EUM0000000004549 
Grant, I., & O’Donohoe, S. (2007). Why young consumers are not open to mobile marketing 
communication. International Journal of Advertising, 26(2), 223-246. 
Grewal, D., Iyer, G.R., Krishman, R., & Sharma, A. (2003). The internet and the price–value–
loyalty chain. Journal of Business Research, 56(5), 391-398. doi: 10.1016/S0148-
2963(01)00227-2 
Grönroos, C. (1990). Relationship approach to marketing in service contexts: The marketing and 
organizational behavior interface. Journal of Business Research, 20(1), 3-11. doi: 
10.1016/0148-2963(90)90037-E  
Grönroos, C. (1994). From marketing mix to relationship marketing: Towards a paradigm shift in 
marketing. Management Decision, 32(2), 4-20. doi: 10.1108/00251749410054774 
Grönroos, C. (1999). Relationship marketing: Challenges for the organization. Journal of 
Business Research, 46(3), 327-335. doi: 10.1016/S0148-2963(98)00030-7 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 45 
Grönroos, C. (2004). The relationship marketing process: Communication, interaction, dialogue, 
value. Journal of Business & Industrial Marketing, 19(2), 99-113. doi: 
10.1108/08858620410523981 
Grøtnes, E. (2009). Standardization as open innovation: two cases from the mobile industry. 
Information Technology & People, 22(4), 367-381. 
Gummesson, E. (1997). Relationship marketing as a paradigm shift: Some conclusions from the 
30R approach. Management Decision, 35(4), 267-272. doi: 10.1108/00251749710169648 
Gursoy, D., & McCleary, K.W. (2004). An integrative model of tourists’ information search 
behavior. Annals of Tourism Research, 31(2), 353-373. doi: 
10.1016/j.annals.2003.12.004 
Ha, J., & Jang, S.S. (2009). Perceived justice in service recovery and behavioral intentions: The 
role of relationship quality. International Journal of Hospitality Management, 28(3), 319-
327. doi: 10.1016/j.ijhm.2008.12.001 
Han, S., & Wong, R. (2012). Which platform do our users prefer: website or mobile app? 
Reference Services Review, 40(1), 103-115. doi: 10.1108/00907321211203667 
Hennig-Thurau, T., Gwinner, K.P., & Gremler, D.D. (2002). Understanding relationship 
marketing outcomes: An integration of relational benefits and relationship quality. 
Journal of Service Research, 4(3), 230-247. doi: 10.1177/1094670502004003006 
Hennig-Thurau, T., Malthouse, E.C., Friege, C., Gensler, S., Lobschat, L., Rangaswamy, A., … 
Skira, B. (2010). The impact of new media on customer relationships. Journal of Service 
Research, 13(3), 311-330. doi: 10.1177/1094670510375460 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 46 
Holmlund, M., & Kock, S. (1996). Relationship marketing: The importance of customer-
perceived service quality in retail banking. The Service Industries Journal, 16(3), 287-
304. doi: 10.1080/02642069600000029 
Hu, C., Han, Y., Jang, S., & Bai, B. (2005). E-relational characteristics on hospitality and 
tourism program web sites. Journal of Hospitality & Tourism Research, 29(4), 508-522. 
doi: 10.1177/1096348005276496 
Huizingh, E. (2000). The content and design of web sites: An empirical study. Information & 
Management, 27(3), 123-134. doi: 10.1016/S0378-7206(99)00044-0 
Im, J.Y., & Hancer, M. (2014). Shaping travelers’ attitude toward travel applications. Journal of 
Hospitality and Tourism, 5(2), 177-193. 
International Telecommunication Union. (2014). The world in 2014 ICT facts and figures. 
Retrieved from http://www.itu.int/en/ITU-
D/Statistics/Documents/facts/ICTFactsFigures2014-e.pdf 
Internet Society. (2013). Internet society 2013 Annual Report. Retrieved from 
http://www.internetsociety.org/publications/internet-society-2013-annual-report 
Jacobs, R. (2012). The case for HTML5 over mobile apps. Retrieved from 
http://www.mobilemarketer.com/cms/opinion/columns/12630.html (accessed 2015, 
March 12). 
Jang, S., Hu, C., & Bai, B. (2006). A canonical correlation analysis of e-relationship marketing 
and hotel financial performance. Tourism and Hospitality Research, 6(4), 241-250. doi: 
10.1057/palgrave.thr.6050024 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 47 
Jeong, M., & Lambert, C.U. (2001). Adaptation of an information quality framework to measure 
customers’ behavioral intentions to use lodging web sites. Hospitality Management, 
20(2), 129-146. doi: 10.1016/S0278-4319(00)00041-4  
Jung, T.H., Inseon, E.M., & Green, E. (2013). Online social networking: Relationship marketing 
in UK hotels. Journal of Marketing Management, 29(3-4), 393-420. doi: 
10.1080/0267257X.2012.732597 
Kandampully, J., & Duddy, R. (1999). Relationship marketing: A concept beyond the primary 
relationship. Marketing Intelligence and Planning, 17(7), 315-323. doi: 
10.1108/02634509910301124 
Kannan, P.K., Chang, A., & Whinston, A.B. (2001). Wireless commerce: Marketing issues and 
possibilities. Proceedings of the 34th Hawaii International Conference on System 
Sciences, Island of Maui, HI. 
Kennedy-Eden, H., & Gretzel, U. (2012). A taxonomy of mobile applications in tourism. E-
review of Tourism Research, 10(2), 47-50. 
Kenteris, M., Gavalas, D., & Economou, D. (2009). An innovative mobile electronic tourist 
guide application. Personal and Ubiquitous Computing, 13(2), 103-118. doi: 
10.1007/s00779-007-0191-y 
Kierzkowski, A., McQuade, S., Waitman, R., & Zeisser, M. (1996). Marketing to the digital 
customer. The McKinsey Quarterly, 2, 180-183. 
Kotler, P., Bowen, J.T., & Makens, J.C. (2014). Marketing for hospitality and tourism (6th ed.). 
Upper Saddle River, NJ: Pearson. 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 48 
Kwon, J.M., Bae, J., & Blum, S.C. (2013). Mobile applications in the hospitality industry. 
Journal of Hospitality and Tourism Technology, 4(1), 81-92. doi: 
10.1108/17579881311302365 
Lang, B., & Colgate, M. (2003). Relationship quality, on-line banking and the information 
technology gap. International Journal of Bank Marketing, 21(1), 29-37. doi: 
10.1108/02652320310457785 
Lai, I.K.W. (2013). Traveler acceptance of an app-based mobile tour guide. Journal of 
Hospitality & Tourism Research, 1096348013491596. 
Law, R., & Hsu, C.H.C. (2005). Customers' perceptions on the importance of hotel web site 
dimensions and attributes. International Journal of Contemporary Hospitality 
Management, 17(6), 493-503. doi: 10.1108/09596110510612130 
Lee, H.A., Guillet, D.B., & Law, R. (2013). An examination of the relationship between online 
travel agents and hotels: A case study of Choice Hotels International and Expedia.com. 
Cornell Hospitality Quarterly, 54(1), 95-107. doi: 10.1177/1938965512454218 
Lee, J., & Mills, J.E. (2010). Exploring tourist satisfaction with mobile experience technology. 
International Management Review, 6(1), 91-111. 
Leung, D., Lee, H.A., Fong, L.H.N., & Law, R. (2013). Assessing the visibility of hotels on 
smartphones: A case study of hotels in Hong Kong. In Z. Xiang, & I. Tussyadiah (Eds.), 
Information and Communication Technologies in Tourism 2014 (pp. 841-854). doi: 
10.1007/978-3-319-03973-2_61 
Liu, Y., & Law, R. (2013). The adoption of smartphone applications by airlines. In L. Cantoni, & 
Z. Xiang (Eds.), Information and Communication Technologies in Tourism 2013 (pp. 47-
57). doi: 10.1007/978-3-642-36309-2_5 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 49 
Luck, D., & Lancaster, G. (2003). E-CRM: Customer relationship marketing in the hotel 
industry. Managerial Auditing Journal, 18(3), 213-231. doi: 
10.1108/02686900310469961 
Lukaitis, A., & Davey, B. (2008). Integrating the web - A study of hotel web use. Proceedings of 
the Informing Science & IT Education Conference (InSITE) 2008. 
Magrath, V., & McCormick, H. (2013). Branding design elements of mobile fashion retail apps. 
Journal of Fashion Marketing and Management: An International Journal, 17(1), 98-
114. doi: 10.1108/13612021311305164 
Mahatanankoon, P., Wen. H.J., & Lim, B. (2005). Consumer-based m-commerce: Exploring 
consumer perception of mobile applications. Computer Standards & Interfaces, 27(4), 
347-357. doi: 10.1016/j.csi.2004.10.003 
May, P. (2001). Mobile commerce: Opportunities, applications, and technologies of wireless 
business. New York, N.Y.: Cambridge University Press. 
Mearian, L. (2014, November 3). Hilton and Starwood hotel guests can soon unlock rooms with 
smartphones. Retrieved from: http://www.computerworld.com/article/2842645/hilton-
and-starwood-hotel-guests-can-soon-unlock-rooms-with-smartphones.html (accessed on 
2015, April 26) 
Middleton, V.T.C., & Clarke, J. (2001). Marketing in travel and tourism (3rd ed.). Boston, MA: 
Butterworth-Heinemann. 
Mogharabi, V., Akbarabadi, L., Mirnezhad, R., & Kariznoee, A. (2014). Examining the role of 
electronic customer relationship management (E-CRM) on attracting customers in 
internet marketing. Interdisciplinary Journal of Contemporary Research Business, 5(10), 
252-260. 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 50 
Möller, K., & Halinen, A. (2000). Relationship marketing theory: Its roots and direction. Journal 
of Marketing Management, 16(1-3), 29-54. doi: 10.1362/026725700785100460 
Morgan, R.M., & Hunt, S.D. (1994). The commitment-trust theory of relationship marketing. 
Journal of Marketing, 58(3), 20-38. 
Morosan, C., & DeFranco, A. (2014). When tradition meets the new technology: An examination 
of the antecedents of attitudes and intentions to use mobile devices in private clubs. 
International Journal of Hospitality Management, 42, 126–136. doi: 
10.1016/j.ijhm.2014.06.009 
Nakhleh, H.M.A. (2012). The relationship between customer relationship marketing tactics, 
relationship quality and customer’s loyalty in mobile communication industry. Academic 
Research International, 3(2), 538-547. 
Nelson, P. (1974). Advertising as information. Journal of Political Economy, 82(4), 729-754. 
doi: 10.1086/260231 
No, E., & Kim, J.I. (2014). Determinants of the adoption for travel information on smartphone. 
International Journal of Tourism Research, 16, 534-545. doi: 10.1002/jtr.1945 
Novo, J. (2001). Customer loyalty. Retrieved from: http://www.jimnovo.com/Customer-Loyalty-
more.htm 
Nysveen, H., Pedersen, P.E., & Skard, S.E.R. (2015). A review of mobile services research: 
Research gaps and suggestions for future research on mobile apps. Norway: Institute for 
Research in Economics and Business Administration (SNF). 
O’Connor, P., & Frew, A.J. (2004). An evaluation methodology for hotel electronic channels of 
distribution. Hospitality Management, 23(2), 179-199. doi: 10.1016/j.ijhm.2003.10.002 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 51 
Oh, S., Lehto, X.Y., & Park, J. (2009). Travelers’ intent to use mobile technologies as a function 
of Effort and performance expectancy. Hospitality Marketing & Management, 18(8), 
765-781. doi: 10.1080/19368620903235795 
Okazaki, A., Campo, S., Andreu, L., & Remero, J. (2014). A latent class analysis of Spanish 
travelers’ mobile internet usage in travel planning and execution. Cornell Hospitality 
Quarterly, 1938965514540206. 
Okumus, B., & Bilgihan, A. (2014). Proposing a model to test smartphone users’ intention to use 
smart applications when ordering food in restaurants. Journal of Hospitality and Tourism 
Technology, 5(1), 31-49. doi: 10.1108/JHTT-01-2013-0003 
Palmer, A., & McCole, P. (2000). The role of electronic commerce in creating virtual tourism 
destination marketing organisations. International Journal of Contemporary Hospitality 
Management, 12(3), 198-204. doi: 10.1108/09596110010320760 
Payne, A., & Holt, S. (2001). Diagnosing customer value: Integrating the value process and 
relationship marketing. British Journal of Management, 12(2), 159-182. 
Peattie, K., & Peters, L. (1997). The marketing mix in the third age of computing. Marketing 
Intelligence & Planning, 15(3), 142-150. doi: 10.1111/1467-8551.00192 
Peng, K., Chen, Y., & Wen, K. (2014). Brand relationship, consumption values and branded app 
adoption. Industrial Management & Data Systems, 114(8), 1131-1143. doi: 
10.1108/IMDS-05-2014-0132 
Peppard, J. (2000). Customer relationship management (CRM) in financial services. European 
Management Journal, 18(3), 312-327. doi: 10.1016/S0263-2373(00)00013-X 
Peppers, D., & Rogers, M. (1995). A new marketing paradigm: Share of customer, not market 
share. Planning Review, 23(2), 14-18. doi: 10.1108/09604529510796412 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 52 
Peppers, D., & Rogers, M. (1999). The One-to-One Fieldbook. The Complete Toolkit for 
Implementing a One-to-One Marketing Programme. New York, NY: Banatam Books. 
Persaud, A., & Azhar, I. (2012). Innovative mobile marketing via smartphones: Are consumers 
ready? Marketing Intelligence & Planning, 30(4), 418-443. doi: 
10.1108/02634501211231883 
Poon, A. (1994). The ‘new tourism’ revolution. Tourism Management, 15(2), 91-92. 
Quelch, J.A., & Klein, L.R. (1996). The internet and international marketing. Sloan Management 
Review, 37(3), 60-75. 
Raento, M., Oulasvirta, A., & Eagle, N. (2009). Smartphones: An emerging tool for social 
scientist. Sociological Methods & Research, 37(3), 426-454. doi: 
10.1177/0049124108330005 
Rasinger, J., Fuchs, M., & Köpten, W. (2007). Information search with mobile tourist guides: A 
survey of usage intention. Information Technology & Tourism, 9(3-4), 177–194. doi: 
10.3727/109830507782166962 
Reichheld, F.F. (1993). Loyalty-based management. Harvard Business Review, 71(2), 64-73. 
Reichheld, F.F., & Sasser, W.E. (1990). Zero defections: Quality comes to services. Harvard 
Business Review, 68(5), 105-111. 
Roach, G. (2009). Consumer perceptions of mobile phone marketing: a direct marketing 
innovation. Direct Marketing: An International Journal, 3(2), 124-138. doi: 
10.1108/17505930910964786 
Romenti, S., Minazzi, R., & Murtarelli, G. (2011, September). Online relationships and dialogue 
orientation in the Italian hospitality industry. Paper presented at the 14th Toulon-Verona 
Conference of University of Alicante, Spain. 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 53 
Ryal, L. (2002). Are your customers worth more than money? Journal of Retailing and 
Consumer Services, 9(5), 241-251. doi: 10.1016/S0969-6989(02)00005-X 
Sadoun, B., & Al-Bayari, O. (2007). Location based services using geographical information 
systems. Computer Communications, 30(16), 3154-3160. doi: 
10.1016/j.comcom.2007.05.059 
Schegg, R., Steiner, T., Frey, S., & Murphy, J. (2002). Benchmarks of web site design and 
marketing by Swiss hotels. Journal of Information Technology & Tourism, 5(2), 73-89. 
doi: 10.3727/109830502108751064 
Schmidt, S., Cantallops, A.S., & Santos, C.P. (2008). The characteristics of hotel websites and 
their implications for website effectiveness. International Journal of Hospitality 
Management, 27(4), 504-516. doi: 10.1016/j.ijhm.2007.08.002 
Shapiro, J.M., Romano, N.C., & Mittal B. (2003). Emergent internet technology applications for 
relationship marketing: A customer-centered view. Journal of Relationship Marketing, 
2(3), 85-108. 
Sharma, A., & Sheth, J.N. (2004). Web-based marketing - The coming revolution in marketing 
thought and strategy. Journal of Business Research, 57(7), 696-702. doi: 10.1016/S0148-
2963(02)00350-8  
Sharma, N., & Patterson, P.G. (1999). The impact of communication effectiveness and service 
quality on relationship commitment in consumer, professional services. Journal of 
Services Marketing, 13(2), 151-170. doi: 10.1108/08876049910266059 
Sheth, J.N. (2002). The future of relationship marketing. Journal of Services Marketing, 16(7), 
590-592. doi: 10.1108/08876040210447324 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 54 
Sheth, J.N., & Parvatiyar, A. (1995). The evolution of relationship marketing. International 
Business Review, 4(4), 397-418. doi: 10.1016/0969-5931(95)00018-6 
Sheth, J.N., & Sharma, A. (2005). International e-marketing: Opportunities and issues. 
International Marketing Review, 22(6), 611-622. doi: 10.1108/02651330510630249 
Sheth, J.N., Sisodia, R.S., & Sharma, A. (2000). The antecedents and consequences of customer-
centric marketing. Journal of the Academy of Marketing Science, 28(1), 55-66. doi: 
10.1177/0092070300281006 
Shirazi, F.M., & Som, A.P.M. (2013). Relationship marketing and destination loyalty: Evidence 
from Penang, Malaysia. International Journal of Management and Marketing Research, 
6(1), 95-106. 
Siau, K., Lim, E., & Shen, Z. (2001). Mobile commerce: Promises, challenges, and research 
agenda. Journal of Database Management, 12(3), 4-13. doi: 10.4018/jdm.2001070101  
Sigala, M. (2005). Integrating customer relationship management in hotel operations: Managerial 
and operational implications. Hospitality Management, 24(3), 391-413. doi: 
10.1016/j.ijhm.2004.08.008 
Sin, L.Y.M., Tse, A.C.B., Chan, H., Heung, V. C. S., & Yim, F. H. K. (2006). The effects of 
relationship marketing orientation on business performance in the hotel industry. Journal 
of Hospitality & Tourism Research, 30(4), 407-426. doi: 10.1177/1096348006287863 
Starkov, M. (2010, December 8). The HeBS perspective: hotel mobile apps vs hotel mobile 
websites. Retrieved from: www.hospitalityebusiness.com/articles/documents/HeBS-
2010MobileApps.pdf. 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 55 
Statista. (2014). Number of apps available in leading app stores as of July 2014. Retrieved from 
http://www.statista.com/statistics/276623/number-of-apps-available-in-leading-app-
stores/ (accessed 2015, March 22). 
Szmigin, I., & Bourne, H. (1998). Consumer equity in relationship marketing. Journal of 
Consumer Marketing, 15(6), 544-557. doi: 10.1108/07363769810240545  
Tellefsen, T., & Thomas, G.P. (2005). The antecedents and consequences of organizational and 
personal commitment in business service relationships. Industrial Marketing 
Management, 34(1), 23-37. doi: 10.1016/j.indmarman.2004.07.001 
Tian, J., & Wang, S. (2014). Signaling service quality via website e-CRM features more gains 
for smaller and lesser known hotels. Journal of Hospitality & Tourism Research, 
1096348014525634. 
Tiwari, R., & Buse, S. (2007). The mobile commerce prospects: A strategic analysis of 
opportunities in the banking sector. Hamburger, German: Hamburg University Press. 
Tsalgatidou, A., Veijalainen, J., & Pitoura, E. (2000). Challenges in mobile electronic commerce. 
In Proceedings of IeC 2000. 3rd Int. Conf. on Innovation through E-Commerce. 
Tussyadiah, I.P., & Wang, D. (2014). Tourists’ Attitudes toward Proactive Smartphone Systems. 
Journal of Travel Research, 047287514563168. 
Uncles, M.D., Dowling, G.R., & Hammond, K. (2003). Customer loyalty and customer loyalty 
programs. Journal of Consumer Marketing, 20(4), 294-316. doi: 
10.1108/07353760310483676 
Varshney, U., & Vetter, R. (2002). Mobile commerce: Framework, applications and networking 
support. Mobile Networks and Applications, 7(3), 185-198. doi: 
10.1023/A:1014570512129  
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 56 
Venkatesh, V., Ramesh, V., & Massey, A. (2003). Understanding usability in mobile commerce. 
Communications of the ACM, 46(12), 53-56. Doi: 10.1145/953460.953488 
Verma, V., Sharma, D., & Sheth, J. (2015). Does relationship marketing matter in online 
retailing? A meta-analytic approach. Journal of the Academy of Marketing Science, 
10.1007/s11747-015-0429-6 
Vidyarthi, K. (2014). Top 10 largest hotel chains in the world 2014. Retrieved from: 
http://listovative.com/top-10-largest-hotel-chains-in-the-world/ 
Wang, D., Park, S., & Fesenmaier, D.R. (2011). An examination of information services and 
smartphone applications. In Proceedings of 16th Annual Graduate Student Research in 
Hospitality and Tourism, Houston, TX. Retrieved from 
http://scholarworks.umass.edu/cgi/viewcontent.cgi?article=1179&context=gradconf_hos
pitality 
Wang, D., Park, S., & Fesenmaier, D.R. (2012). The role of smartphones in mediating the 
touristic experience. Journal of Travel Research, 51(4), 371-378. doi: 
10.1177/0047287511426341 
Wang, D., Xiang, Z., & Fesenmaier, D.R. (2014). Adapting to the mobile world: A model of 
smartphone use. Annals of Tourism Research, 48, 11-26. doi: 
10.1016/j.annals.2014.04.008 
Wang, Y., & Fesenmaier, D.R. (2004). Modelling participation in an online travel community. 
Journal of Travel Research, 42(3), 261-270. doi: 10.1177/0047287503258824 
Wang, H.Y., & Wang, S.H. (2010). Predicting mobile hotel reservation adoption: Insight from a 
perceived value standpoint. International Journal of Hospitality Management, 29(4), 
598-608. doi: 10.1016/j.ijhm.2009.11.001 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 57 
Ward, T., & Dagger, T.S. (2007). The complexity of relationship marketing for service 
customers. Journal of Services Marketing, 21(4), 281-290. doi: 
10.1108/08876040710758586 
Watson, R.P., Leyland, F.P., Berthon, P., & Zinkhan, G.M. (2002). U-commerce: Expanding the 
universe of marketing. Journal of the Academy of Marketing Science, 30(4), 333-347. 
doi: 10.1177/009207002236909 
Wei, J., & Ozok, A. (2005). Development of a web-based mobile airline ticketing model with 
usability features. Industrial Management & Data Systems, 105(9), 1261-1277. doi: 
10.1108/02635570510633293 
Weiss, T. J. (1999). Cyber-relationships and brand building. Integrated Marketing 
Communications Research, 5(Spring), 19-22. 
Wilcox, P.A., & Gurau, C. (2003). Business modelling with UML: The implementation of CRM 
systems for online retailing. Journal of Retailing and Consumer Services, 10(3), 181-191. 
doi: 10.1016/S0969-6989(03)00004-3 
Wu, S.I., & Lu, C.L. (2012). The relationship between CRM, RM, and business performance: A 
study of the hotel industry in Taiwan. International Journal of Hospitality Management, 
31(1), 276-285. doi: 10.1016/j.ijhm.2011.06.012 
Xie, D.H., & Heung, V.C.S. (2012). The effects of brand relationship quality on responses to 
service failure of hotel consumers. International Journal of Hospitality Management, 
31(3), 735-744. 
Yang, K. (2010). Determinants of US consumer mobile shopping services adoption: Implications 
for designing mobile shopping services. Journal of Consumer Marketing, 27(3), 262-270. 
doi: 10.1108/07363761011038338 
EVALUATING E-RELATIONSHIP MARKETING FEATURES ON HOTEL MOBILE APPS 
 58 
Yang, Y., Zhong, Z., & Zhang, M. (2013). Predicting Tourists Decisions to Adopt Mobile Travel 
Booking. International Journal of u- and e- Service, Science and Technology, 6(6), 9-20. 
doi: 0.14257/ijunesst.2013.6.6.02 
Yus, F. (2014). Mobile tourism: Discourse, interactivity and usability in mobile apps for tourism. 
Paper delivered at Discurso y Géneros del Turismo 2.0. Valencia: University of Valencia 
and IULMA, April 2014. 
Zeithaml, V.A., Bitner, M.J., & Gremler, D.D. (2006). Services marketing: integrating customer 
focus across the firm (4th ed.). Boston, MA: McGraw-Hill.  
Zhu, W.W., & Morosan, C. (2014). An empirical examination of guests’ adoption of interactive 
mobile technologies in hotels - Revisiting cognitive absorption, playfulness, and security. 
Journal of Hospitality and Tourism Technology, 5(1), 78-94. doi: 10.1108/JHTT-09-
2013-0029 
 
